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1. Introduction
A social entrepreneur is generally defined as someone who pursues ‘entrepreneurial 
activity with an embedded social purpose’ (Austin, Stevenson, and Wei‐Skillern 2006). 
Dees (1998a) identiﬁes social entrepreneurs as a ‘sub-species’ of the entrepreneur family, 
and, indeed, Bacq and Janssen (2011) show, after their intensive literature review, that 
social entrepreneurs and commercial entrepreneurs share common characteristics, 
including the ability to detect opportunities for innovation, the optimism required to 
bear risk, and proactive behaviour towards survival, growth, and serving the market. 
The distinct characteristic of social entrepreneurs is the motivation to engage in social 
activities, and, social entrepreneurs’ main driving forces are their ethical motives and 
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moral responsibility (Catford 1998). 
In recent decades, research interest in the subject has grown exponentially. More than 
400 scholarly articles on this subject have been published since 2000 (Hill, Kothari, and 
Shea 2010), and these articles are even synthesized into literature reviews such as Smith 
et al. (2012) and Doherty, Haugh, and Lyon (2014).
Generally, social entrepreneurs have been described as heroic leaders who are energized 
by ethical motives for solving social problems and who have the potential to change the 
world to make it better (Boschee 1995; Drayton 2002; Seelos and Mair 2005). Academicians 
often accentuate the nobility and newness of social entrepreneurs’ practices and tend to 
praise the emergence of social enterprises by focusing on successful social entrepreneurs, 
and describing them by using narrative approach (Dey and Steyaert 2010). Although 
important, however, these studies may conceal the commercial viabilities and business 
situations of the social enterprises behind these heroic stories, and, to this date, a more 
general picture of social entrepreneurs is missing. In other words, the commercial 
viabilities of average social entrepreneurs have not been discussed in the literature even 
though social entrepreneurship is not a charity and social entrepreneurs are business 
people (Roberts and Woods 2005).
Therefore, this study aims to fill this critical gap by quantitatively exploring who 
these entrepreneurs are and how they perform in terms of enterprise management. More 
precisely, this study analyses whether social entrepreneurs are effectively achieving 
commercial viability in order to pursue their social missions by using Japanese data 
collected in 2015 targeting leaders of social enterprises. Quantitative descriptions of 
Japanese social entrepreneurs are rather scarce, and empirical analysis on the relationship 
between social entrepreneurship and enterprise performance is non- existent. Therefore, 
this study contributes to the social entrepreneurship literature by providing an 
understanding of Japanese social entrepreneurs and by revealing how these leaders’ social 
entrepreneurial characteristics relate to business performance, which has implications for 
social entrepreneurial research globally. 
The rest of this paper is organised as follows. The next section reviews previous 
studies of social entrepreneurs and provides background knowledge on social 
entrepreneurs in Japan. 1 ) The following section explains the methodology of this 
study and includes a careful data review to explain who the social entrepreneurs are 
in Japan and whether they have common characteristics with social entrepreneurs 
1 ） The concept and deﬁnition of social entrepreneurs is not discussed in the literature review, as there 
is a myriad of research on this issue. See, for example, Dacin, Dacin, and Tracy ( 2011 ) for an excellent 
review of the concept and deﬁnition.
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around the world. Section 4 then presents the results of regression analysis to explore 
the relationship between the social entrepreneurial characteristics of leaders and their 
enterprises’ performance. Section 5 discusses the results obtained in the analysis, and 
Section 6 concludes with some implications and direction for future research.
2. Literature Review
Social entrepreneurship studies have followed in the footsteps of commercial 
entrepreneurship studies, which traditionally use a narrative approach to explain an 
entrepreneur’s motive and his/her entrepreneurial process (Selden and Fletcher 2010). In 
narrative research, entrepreneurs are often depicted as ‘heroic’ workers (Imas, Wilson, and 
Weston 2012) and as great leaders of outsized proportion (Da Costa and Saravia 2012). Dey 
and Steyaert (2010) note that social entrepreneurship research has produced harmonious 
social change stories that are similar to the narrative studies of entrepreneurship, and 
Dacin, Dacin, and Tracy (2011) point out the existence of ‘heroic characterizations’ in much 
of the social entrepreneurship literature.
For instance, Seelos and Mair (2005) introduce the case of OneWorld Health, which 
was founded by a research scientist named Victoria Hale to develop and deliver drugs for 
developing nations. This mission was once thought to be inconceivable due to economic 
and logistical barriers. OneWorld Health has challenged and transformed the entire drug 
delivery value chain by using an entrepreneurial innovative business model with initial 
funding from large philanthropic organisations and public authorities. The continued 
efforts of OneWorld Health attracted scientists and volunteers who were willing to 
donate time, effort, and knowledge to the organisation. Other examples studied by 
Seelos and Mair (2005) include Sekem and Grameen Bank, whose founders received the 
Right Livelihood Award and the Nobel Peace Prize, respectively. These inspired social 
entrepreneurs have indeed shown new paths to solve societal illnesses that were thought 
to be impossible to overcome. 
Despite the importance, Gartner (1988 , 2007) claims that the narrative is not 
sufficient to explain the entrepreneurial process, and Tedmanson et al. (2012) question 
hegemonic heroic discourses of entrepreneurship and discuss the need for other types of 
approaches. The eﬀort to quantify social entrepreneurs was initiated in 2009 by the Global 
Entrepreneurship Monitor (GEM). Derived from Mair and Marti (2006), Van de Ven, 
Sapienza, and Villanueva (2007), and Zahra et al. (2009), the GEM uses the broad deﬁnition 
that social entrepreneurs are individuals or organisations engaged in entrepreneurial 
activities with a social goal (Bosma and Levie 2010). 
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The latest GEM report includes data on social entrepreneurs from 58 countries 2 ) and 
reveals that 3.7% of all entrepreneurs are social entrepreneurs (Bosma et al. 2016). Bosma 
et al. (2016) also discover that social enterprises are more likely to be represented by men 
than by women, but the gender gap is smaller than that among commercial entrepreneurs. 
Younger social entrepreneurs are more prevalent, and their education levels are generally 
high. When compared to the average adult income, social entrepreneurs have relatively 
high incomes outside of sub-Saharan African countries. Looking specifically at social 
enterprises, the data shows that they generally consist of a small number of employees. 
In Australia and the US, 55% of social enterprises have more than ﬁve workers, including 
part-time workers and volunteers, and the rest of the countries included in the GEM have 
an even smaller average proportion of social enterprises with more than five workers 
(Bosma et al. 2016). 
The GEM 2015 also provides a general picture of the finances and commercial 
viabilities of social entrepreneurs. Their primary sources of initial funding typically 
come from themselves or from family and friends, followed by other means. In case of 
Australia and the US, the second largest source of initial funding is government grants 
and donations. The percentage of social enterprises using private investment and venture 
capital is not high, as it ranges from 9% in the Middle East and North Africa to 27% in 
sub-Saharan Africa, Australia, and the US (Bosma et al. 2016). According to the GEM 
2009 survey covering Belgium and the Netherlands with follow-up interviews, social 
entrepreneurs spend less time on income-generating activities and are less ambitious 
about increasing their number of employees (Bacq et al. 2011) relative to commercial 
entrepreneurs. 
In short, previous narrative studies focus on rhetoric from successful social 
entrepreneurs. However, the GEM quantitative description of social entrepreneurs shows 
that social enterprises are generally small businesses with volatile ﬁnancial foundations 
and social entrepreneurs are less enthusiastic about income generation and business 
expansion. 
2 ） The countries included in each region are as follows. Southern and Eastern Asia includes China, India, 
Indonesia, Kazakhstan, Malaysia, the Philippines, South Korea, Taiwan, Thailand, and Vietnam. Middle 
East and North Africa includes Egypt, Iran, Israel, Lebanon, Morocco, and Tunisia. Sub-Saharan Africa 
includes Botswana, Cameroon, Senegal, and South Africa. Eastern Europe includes Bulgaria, Croatia, 
Estonia, Hungary, Latvia, Macedonia, Poland, Romania, Slovakia, and Slovenia. Western Europe includes 
Belgium, Finland, Germany, Greece, Ireland, Italy, Luxembourg, Netherlands, Norway, Portugal, Spain, 
Sweden, Switzerland, and the United Kingdom. Latin America and Caribbean includes Argentina, 
Barbados, Brazil, Chile, Colombia, Ecuador, Guatemala, Mexico, Panama, Peru, Puerto Rico, and Uruguay. 
In addition, the GEM includes Australia and the United States. In 2015 , they used a more precise 
deﬁnition of social entrepreneurship as ‘an individual who is starting or currently leading any kind of 
activity, organization or initiative that has a particularly social, environmental or community objective’, 
but the fundamental part of this deﬁnition does not diﬀer from the original deﬁnition.
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Social Entrepreneurs in Japan
In Japan, social entrepreneurs first emerged to fight unemployment in the late 1990s 
(Defourny and Kim 2011), and there was a rise of recognition towards social entrepreneurs 
during the 2000s. 3 ) Nevertheless, social entrepreneurs have no particular legal status, 
and their legal form can either be non-proﬁt (including co-operative) or for-proﬁt. Partly 
because of having no legal status, there has been lack of quantitative information about 
social enterprises. The ﬁrst eﬀort to capture social enterprises quantitatively was made 
by the Cabinet Office in 2014. The Cabinet Office has conducted a survey called ‘The 
survey on social enterprises’ activity size’ by deﬁning social enterprises as to meet all 
seven of the following criteria: the organisation is working to solve or improve social 
issues through business activities; the main aim of the organisation is not generating 
proﬁt but solving social issues; proﬁt is used not to pay dividends but to reinvest in the 
organisation’s activities; less than 50% of proﬁts are used to pay dividends; earned income 
accounts for more than 50% of total income; payments from public health insurance 
(medical and long-term care) are less than 50%; and income from government outsourcing 
programs accounts for less than 50% of earned income (Mitsubishi UFJ Research and 
Consulting Co. Ltd. 2016).
Based on this deﬁnition, the Cabinet Oﬃce estimated that there were 205,000 social 
enterprises and that 5,576,000 people worked in the sector, which accounted for 11.8% 
and 10.3% of the entire economy in 2014, respectively (Mitsubishi UFJ Research and 
Consulting Co. Ltd. 2016). In this survey, the basic characteristics of Japanese social 
entrepreneurs and social enterprises were partly revealed. They found that 65% of 
enterprises were holding corporate status as non-proﬁt companies and 35% were for-proﬁt 
companies. Among the for-proﬁt companies, 75.5% were joint-stock companies, and the 
rest were limited companies (Mitsubishi UFJ Research and Consulting Co. Ltd. 2016). The 
average number of full-time workers was 17. The number of years since establishment 
was relatively low, in that about 12% of social enterprises have existed for less than 10 
years, about 14% have existed for 10 to 20 years, and 23% have existed for 20 to 30 years 
(Mitsubishi UFJ Research and Consulting Co. Ltd. 2016). Among the leaders of these 
organisations, about 93% were male and more than 70% were aged 60 or over (Mitsubishi 
UFJ Research and Consulting Co. Ltd. 2016), which shows a slightly diﬀerent picture from 
the GEM, particularly in terms of age composition, as social entrepreneurs around the 
world tend to be relatively young. 
3 ） To understand the history of social enterprises in Japan, see Tsukamoto and Nishimura ( 2009 ), 
Laratta, Nakagawa, and Sakurai ( 2011 ). 
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3. Methodology
To move the ﬁeld beyond a predominantly heroic way of storytelling, the current study 
focuses on the commercial side of social entrepreneurship and how social entrepreneurial 
characteristics relate to good enterprise management. According to research on small 
and medium-sized enterprises, owners’ characteristics have a signiﬁcant impact on these 
enterprises’ performance due to their small sizes (Man, Lau, and Chan 2002). Hence, 
this study also assumes that leaders’ characteristics have an impact on the economic 
performances of their social enterprises because their sizes are similar to those of small 
and medium-sized enterprises. 
Analysing the relationship between social entrepreneurial characteristics and the 
management of social enterprises entails three challenges: how to deﬁne social enterprises 
to conduct the survey, how to measure social entrepreneurship, and how to deﬁne good 
management when the aim of a social entrepreneur is not generating proﬁt. This study 
strives to simplify all of these complicated issues to create a starting point for discussion. 
For the deﬁnition of social enterprise, this analysis follows the GEM’s broad deﬁnition 
and defines a social enterprise as an organisation/company that aspires and works to 
solve social issues by using business models. Although using a more detailed deﬁnition 
may be possible and recommended, the purpose of this study is to capture a general 
picture of entrepreneurs who consider themselves to be social entrepreneurs. 
In order to deﬁne social entrepreneurship, this study uses Dees’ (1998b) deﬁnition as 
an indicator of the characteristics of social entrepreneurs. Dees (1998b, 4) deﬁnes social 
entrepreneurs as: 
Social entrepreneurs play the role of change agents in the social sector, by:
-  Adopting a mission to create and sustain social value, 
-  Recognizing and relentlessly pursuing new opportunities to serve that mission, 
-  Engaging in a process of continuous innovation, adaptation, and learning, 
-  Acting boldly without being limited by resources currently in hand, 
-  Exhibiting a heightened sense of accountability to the constituencies served and 
for the outcomes created.
As he states that this deﬁnition is an idealized deﬁnition, social entrepreneurs possess 
these characteristics in different ways and to different degrees. Hence, this analysis 
measures the degree of satisfying these roles to identify individuals with stronger 
characteristics of social entrepreneurs. 
As for defining the ideal state of an enterprise from the perspective of commercial 
viability, this study considers income and expenditures. The rationale is that, even for 
social entrepreneurs, income is needed as a means to a social end. Without income, these 
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organisations become incapable of continuing their pro-social activities. The amount of 
expenditures is also a simple but crucial measurement for social entrepreneurs because 
the amount of expenditures is presumably the size of these social entrepreneurs’ activities, 
as they are not seeking proﬁts. Hence, a larger amount of expenditures indicates more 
activities and beneficiaries. By using these definitions discussed above, this study 
explores the relationship between the leaders’ social entrepreneurship characteristics and 
enterprise’s performance in terms of income and expenditure.
 
Data
This analysis uses Japanese data from a unique survey conducted in 2015 that targeted 
the leaders of social enterprises. As mentioned, there is no legal corporate status speciﬁc 
to social enterprises in Japan. In practice, businesses can declare themselves to be social 
enterprises if they regard themselves as such, and their legal corporate status can 
either be a non-proﬁt organisation or a for-proﬁt corporation. Hence, to deﬁne the survey 
population, various sources were used, including a list of organisations that received a 
government grant for social enterprises (obtainable through the internet);4) organisations 
that are being studied by the Ministry of Economy, Trade, and Industry as leading 
social enterprises; 5 ) organisations/companies that are picked up by the social innovation 
magazine ‘alterna’; 6 ) organisations/companies that are featured by ‘DRIVE’, the 
recruitment website of social enterprises; 7 ) organisations/companies that are active in 
the online platform ‘Social Venture Start-up Market’; 8 ) participants in the Entrepreneurial 
Training for Innovative Communities programs, which support social entrepreneurs; 9 ) 
and a list of enterprises interviewed by SOCIAL BUSINESS NETWORK.10) Furthermore, 
this study uses information obtained through a study group of social entrepreneurs.11) Up 
4 ） The Ministry of Economy, Trade, and Industry has been active in promoting social businesses in 
recent years. The lists can be obtained from the web site of the Ministry of Economy, Trade, and 
Industry 
(http://www.meti.go.jp/policy/local_economy/sbcb/kigyorenkei.html, 
http://www.meti.go.jp/policy/local_economy/sbcb/tachiikiiten.html, 
http://www.meti.go.jp/policy/local_economy/sbcb/forum.html, 
http://www.meti.go.jp/policy/local_economy/sbcb/conso.html, 
http://www.meti.go.jp/policy/local_economy/sbcb/nousyoukou.html, 
http://www.meti.go.jp/policy/local_economy/sbcb/cyukanshien.html)
5 ） Data is provided by the Ministry of Economy, Trade, and Industry at: 
http://www.meti.go.jp/policy/local_economy/sbcb/casebook.html, 
http://www.meti.go.jp/policy/local_economy/sbcb/sb55sen.html
6 ） http://www.alterna.co.jp/whats-alterna
7 ） https://drive.media/career/dc-feature
8 ） http://www.etic.or.jp/sv_startup/index.html
9 ） http://www.etic.or.jp/entrepreneurs/index.html
10） http://socialbusiness-net.com/
11） https://social-enterprisejp.jimdo.com/
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to 4,218 organisations/ companies from these sources were sent questionnaires, and 646 
responses were obtained (response rate 15%). 
The questionnaire was entitled ‘The survey of leadership of social enterprises’, and, 
in the survey request letter, the deﬁnition of a social enterprise is presented clearly as 
‘A social enterprise is an organisation/company that aspires and works to solve social 
issues by using business models’. Hence, the title and the letter of the survey request 
serve as a screening mechanism, leaving only respondents who are aware that they 
hold two characteristics, entrepreneurship and a social mission, that discriminate the 
target organisations from pure charitable/philanthropic organisations and pure for-
profit companies for which the provision of the product or service is an end in itself. 
Additionally, non-profit organisations are omitted from the observation sample for 
analysis. This is because that non-proﬁt organisations who declare themselves as social 
enterprises are likely to be those who rely on earned income due to diﬃculties raising 
funds (Laratta, Nakagawa, and Sakurai (2011), which runs against the central idea of social 
entrepreneurship. Hence, the analysis focuses on social entrepreneurs who are conﬁdent 
that their organisations/companies are aspiring and working to solve social issues by 
using business models and who choose a for-profit corporate status, meaning that the 
organisation’s income-earning capacity is rather important and its expenditures should be 
large to beneﬁt more people in need. 
After omitting non-profit organisations from the sample, respondents who worked 
fewer than 35 hours a week are also excluded because they are assumed not to be full-
time workers. Thus, 154 observations remain for quantitative analysis. In the following 
sub-section, descriptive statistics of the data are carefully observed to understand who is 
included in this study sample.
Descriptive Statistics
Characteristics of social enterprises and their income and expenditure
Table 1 summarizes the characteristics of the social enterprises included in the analysis. 
The sizes of the social enterprises in terms of the number of workers vary from one 
worker (seven organisations) to more than 2,000 workers (three organisations). A 
categorical variable is used to capture the size of the enterprise, and, on average, the 
social enterprises of the respondents have 10 to 29 workers. The number of years since 
establishment also vary, but these organisations are relatively young in that about 25% of 
them have been operating for less than 10 years, and the mean value of all observations is 
16 years. When compared to the Cabinet Oﬃce survey, the number of workers is similar 
in size, and the social enterprises in this survey are younger. In comparison to the GEM 
2015 data, which do not include data from Japan, the social enterprises in this survey are 
larger than those most countries and are of similar size to those in Australia and the US. 
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Social enterprises’ total income and expenditures both are measured as categorical 
variables, and the means are both around 60 million to less than 70 million Japanese yen. 
Note that total income is not earned income, so it includes any form of incoming funds, 
including government subsidies and funds from other fundraising activities. There is no 
comparable data provided by the Cabinet Oﬃce survey or the GEM. Hence, we use the 
survey on small and medium enterprises (SME hereinafter) for comparison, and it is found 
that the average total income for the social enterprises in this survey is signiﬁcantly smaller 
than that of SMEs with similar numbers of employees, whereas the average amounts of 
total expenditures are comparable (Small and Medium Enterprise Agency 2014). Because 
the survey uses diﬀerent categories for both income and the number of workers, they 
cannot be simply compared, but SMEs with 6 to 20 workers earn 288 million JPY on 
average and have expenditures of 67 million (JPY).12） 
12） According to the Basic Survey of Small and Medium Enterprises 2014 (the national survey conducted 
by the Small and Medium Enterprise Agency), approximately 50% of SMEs are run by individuals, 30% 
have fewer than ﬁve workers, 11% have 6 to 20 workers, 3% have 21 to 50 workers, and the rest have 
over 50 workers. The average total sales for each company are 15 million JPY for solo proprietorships, 77 
million JPY for companies with less than ﬁve workers, 288 million JPY for companies with 6 -20 workers, 
802 million JPY for companies with 21 -50 workers, and 3 ,150 million JPY for companies with more than 50 
workers. Because the categories used in the survey for this study are diﬀerent from those in the national 
survey, the results cannot be simply compared. Nevertheless, the total income of this study’s sample 
is smaller for the size of the organization in comparison with Japanese SMEs. When expenditures are 
compared, a slightly diﬀerent picture is drawn. The average total expenditures for each category are 6 
million JPY for solo proprietorships, 23 million JPY for companies with fewer than ﬁve workers, 67 million 
JPY for companies with 6 -20 workers, 163 million JPY for companies with 21 -50 workers, and 562 million 
JPY for companies with more than 50 workers. Leaving aside the issue of proﬁtability, the expenditures of 
the social enterprises in this study’s sample are larger than those of SMEs.  
Table1 . Descriptive Statistics of Social Enterprises 
All sample (n=154)
Variable Definition Mean Median Standarddeviation Min
Total
income
Organisation's total income in 2013. This is a categorical variable: 1:　none　2:　Less than 5
hundred thousand　3:　5 hundred thousand－less than 1 million 　4:　1 million －less than 5
million  5:　5 million －less than 10 million　6:　10 million － less than 20 million　7:　20
million －less than 30 million　8:　30 million－less than 40 million　9:　40 million－less
than 50 million　10:　50 million－less than 60 million　11:　60 million－less than 70
million  12: 70 million－less than 80 million  13:　80 million－less than 90 million　14:　90
million－less than 100 million  15:　100 million － less than 200 million  16:　200 million －
less than 500 million 　17:　500 million －less than 1 billion　18:　1 billion or more
11.270 11 5.153 1
Total
expenditures
Organisation's total expenditure in 2013. This is a categorical variable: 1:　none　2:　Less
than 5 hundred thousand　3:　5 hundred thousand－less than 1 million 　4:　1 million －less
than 5 million  5:　5 million －less than 10 million　6:　10 million － less than 20 million
7:　20 million －less than 30 million　8:　30 million－less than 40 million　9:　40 million
－less than 50 million　10:　50 million－less than 60 million　11:　60 million－less than 70
million  12: 70 million－less than 80 million  13:　80 million－less than 90 million　14:　90
million－less than 100 million  15:　100 million － less than 200 million  16:　200 million －
less than 500 million 　17:　500 million －less than 1 billion　18:　1 billion or more
11.382 11 4.922 1
Size
Number of workers for the organisation: 1: 1 2: 2-4 people 3: 5-9 people 4: 10-29 people 5: 30-
99 people 6: 100-299 people 7: 300-499 people 8: 500-999 people 9: 1,000 - 1,999 people 10:
2,000-9,999 people 11: more than 10,000 people
4.063 4 1.685 1
Years Years since its establishment. Note that organisations operating over 50 years are categorised as'50. 21.400 16 16.055 2
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Characteristics of social entrepreneurs 
This survey targeted leaders (individuals who are in a managerial position), and it is vital 
to understand who these leaders are. According to the descriptive statistics provided 
in Table 2, over 75% of respondents are male, and their mean age is about 52 years old. 
Over 50% of the respondents have a tertiary education, and almost all of the respondents 
are married with about two children. Furthermore, this survey shows that the average 
income is 5.5 million to 6.5 million JPY. In comparison with the GEM 2015 data, both this 
data and the Cabinet Oﬃce data have fewer female leaders, but in this data, the gender 
gap at the management position is signiﬁcantly smaller than those of other corporation 
types in Japan, as the Gender Equality Bureau Cabinet Oﬃce (2013) shows that the gender 
gap is 11.9% for managerial positions at companies with over ten workers in 2015. The 
entrepreneurs in this dataset are older than the global trend, but educational attainment 
exhibits the same pattern that social entrepreneurs are highly educated. The amount of 
income of social entrepreneurs is slightly higher than national average (The National Tax 
Table2 . Descriptive Statistics of Social Entrepreneurs
All sample (n=154)
Variable Definition Mean Median Standarddeviation Min Max
SE
characteristics
average
Average score of social entrepreneurship indicators (social value,
mission, effort, boldness, and accountability) 3.968 4 0.640 1.8 5
SE strong 1: Average score of SE characteristics average  is 4 or above. 0:Otherwise 0.552 1 0 0 1
Social value
To what degree does the respondent regard himself/herself as ‘adopting a
mission to create and sustain social value’. The respondent must choose
an answer from 1. I do not regard myself doing so at all to 5. I regard
myself doing so very much.
4.182 4 0.812 1 5
Mission
To what degree does the respondent regard himself/herself as
'recognizing and relentlessly pursuing new opportunities to serve that
mission '. The respondent must choose an answer from 1. I do not regard
myself doing so at all to 5. I regard myself doing so very much.
4.130 4 0.822 1 5
Effort
To what degree does the respondent regard himself/herself as 'engaging in
a process of continuous innovation, adaptation, and learning ' . The
respondent must choose an answer from 1. I do not regard myself doing
so at all to 5. I regard myself doing so very much.
3.994 4 0.828 1 5
Boldness
To what degree does the respondent regard himself/herself as 'acting
boldly without being limited by resources currently in hand '. The
respondent must choose an answer from 1. I do not regard myself doing
so at all to 5. I regard myself doing so very much.
3.487 4 0.972 1 5
Accountability
To what degree does the respondent regard himself/herself as 'exhibiting
a heightened sense of accountability to the constituencies served and for
the outcomes created '. The respondent must choose an answer from 1. I
do not regard myself doing so at all to 5. I regard myself doing so very
much.
4.045 4 0.811 2 5
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Agency Japan 2015), which follows the same trend as in other countries.13）
Measurement of social entrepreneurship
In order to measure social entrepreneurship, survey respondents were asked to what 
extent they regard themselves as 
-  Adopting a mission to create and sustain social value, 
-  Recognizing and relentlessly pursuing new opportunities to serve that mission, 
-  Engaging in a process of continuous innovation, adaptation, and learning, 
-  Acting boldly without being limited by resources currently in hand, 
-  Exhibiting a heightened sense of accountability to the constituencies served and 
for the outcomes created
The answer is an order variable ranging from: 1. I do not regard myself doing so at all 
to 5. I regard myself doing so very much. The answer is aggregated, and a respondent is 
13） The regression analysis does not include the personal income of the social entrepreneur because it 
has a strong correlation with the income of the organisation.
Table3 . Measurement of Social Entrepreneurship
Variable Definition Mean Median Standarddeviation Min Max
Income
Respondent's income before tax. This is a categorical variable
(Currency=Japanese yen): 1: none, 2: Less than 7 hundred thousand, 3: 7
hundred thousand to less than 1 million, 4: 1 million - less than 1.3 million, 5:
1.3－less than 1.5 million　6: 1.5－less that 2.5 million　7: 2.5-less than 3.5
million,　8:　3.5- less than 4.5 million  9: 4.5 million - les than 5.5 million 10:
5.5- less than 6.5 million　11:　6.5million -less than 7.5 million　12:　7.5－les
than 8.5 million 13:　8.5－less than 10 million　　14:　10 －less than 120
million　15:　120－140 million　16:　140－less than 160 million 17:　160 －
less than 185 million　18:185－less than 230 million　19:　230 million or
more
10.269 10.000 3.601 1 19
Age Age of the respondent 51.981 51.500 11.454 27 84
Sex Sex of the respondent (1: male  0: female) 0.763 1.000 0.427 0 1
Education
Educational attainment: 1: the highest level of educational institution that the
respondent attended is university undergraduate or higher  0: the highest level
of educational institution that the respondent attended is lower than university
undergraduate
0.544 1.000 0.500 0 1
Working hours
per week
Working hours per week including paid overtime work (In the survey, the
respondents can answer only up to 99 hours because of the format of the
answer sheet.)
54.131 50.000 13.876 35 99
Marital status 1: Married  0: Otherwise 0.925 1.000 0.264 0 1
Children Number of children 1.969 2.000 1.324 0 9
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deﬁned to hold strong social entrepreneurship characteristics (called ‘SE characteristics’ 
hereinafter) when the mean score is above four.
As observed in Table 3, the mean score of the SE characteristic is 3.968, which 
is slightly below 4 (the median is 4). Over half of the respondents hold strong SE 
characteristics. For each component, the median is 4, but the mean values diﬀer. Social 
value has the highest mean value, followed by mission and accountability. Indeed, over 
35% of respondents say, ‘I regard myself as doing so very much’ with respect to ‘adopting 
a mission to create and sustain social value’. On the other hand, respondents are on 
average less conﬁdent in acting boldly without being limited by resources currently in 
hand. For this question, over 15% of respondents answered, ‘I do not regard myself doing 
so at all’, and less than 15% of respondents answered, ‘I regard myself doing so very 
much’. 
Analytical Model
In order to investigate how leaders’ social entrepreneurship aﬀects the performance of 
social enterprises, the following regression model is used. 
Performanceo =β0 +β1SE_leadero +β2Org_charo +β3Leader_charo + uo . . . (1)
As outcome variables, the variables total income and total expenditure of social enterprise 
‘o’ are used. The variable of focus is SE_leadero , which represents the SE characteristics 
of the leader of SE ‘o’. First, the SE’s total income and total expenditure are regressed on 
the variable SE strong. As mentioned earlier, SE strong is deﬁned as taking a value of 
one if the average score of the SE characteristics (aggregate the indicator of social value, 
mission, eﬀort, boldness, and accountability) is four or above. Second, for the purpose of 
exploring how each social entrepreneurship indicator relates to a social enterprise’s total 
income and total expenditure, social value, mission, eﬀort, boldness, and accountability are 
used as the variables of focus. 
As control variables, organisational characteristics, such as the number of workers (Size) 
and the years since establishment (Years), are included. Additionally, a control for the size 
of the city is included. Moreover, in order to control for leaders’ personal attributes, the 
age, sex, education, working hours, marital status, and number of children of the leader 
are included.
4. Results
The regression results are provided in Table 4. The ﬁrst two rows look at the relationship 
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between the outcome variables and the leader’s level of entrepreneurship, and the last 
two rows scrutinize the characteristics of social entrepreneurship. For both total income 
and total expenditures, the coeﬃcients on SE strong are negative and signiﬁcant, implying 
that the amount of both income and expenditures is smaller when a social entrepreneur 
possesses stronger social entrepreneurship characteristics, 
Although the magnitude is difficult to interpret because the data is categorical, 
given that the average total income fell in category 11, or 60 million ‒ 70 million JPY, the 
coefficient of -1.24 points in total income suggests that the social enterprises managed 
by leaders with stronger SE fall in the total income categories of 9 or 10, indicating a 10 
million JPY drop in total income. For total expenditures, the negative relationship with 
SE strong is even larger, indicating a 1.405 decrease in total expenditures. Again, the total 
expenditures are likely to fall within category 9 or 10, suggesting that total expenditures 
are around 15 million JPY less for enterprises whose leaders have stronger SE.
When decomposing the characteristics of social entrepreneurship, it becomes apparent 
that social value is the only one that aﬀects both total income and total expenditures. For 
total income, the magnitude and signiﬁcance of the coeﬃcient on social value is nearly 
identical to that on SE strong. For total expenditures, the magnitude is smaller and the 
signiﬁcance decreases, but it still has a negative eﬀect and is signiﬁcant at the 10.3% level. 
The control variables, such as the size of the social enterprise and the years since 
establishment, show the same tendencies as are seen among for-profit companies in 
that larger and older enterprises have more income and expenditures. Investigating the 
relationship between enterprises’ income/expenditures and leaders’ personal attributes 
are not in the scope of this study, but the result shows that negative correlations with 
older and male leaders are consistent across all model speciﬁcations.
5. Discussion 
From the perspective of an entrepreneur, a small amount of income may hinder 
the business and may even threaten its survival, which may limit social enterprises’ 
problem-solving activities. From a social entrepreneur’s perspective, a small amount of 
expenditures implies small-scale activities and, thus, less of a social impact.
The regression analysis revealed that the total income of a social enterprise is smaller 
on average when it is run by a leader with stronger SE characteristics. This relationship 
becomes even more apparent when the leader confidently regards himself/herself as 
adopting a mission to create and sustain social value. This finding supports the initial 
hypothesis in a paradoxical way because those who are aspiring to make changes ought 
to have more income to sustain their activities. 
Why do leaders with higher SE characteristics have less income? Shulyer (1998) 
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Table4 . Results of Regression Analysis
 
 
 
 
Total 
income
Total 
expenditure
Total 
income
Total 
expenditure
SE strong -1.236* -1.405**
(0.644) (0.589)
Social value -1.299** -0.918
(0.654) (0.560)
Mission 0.549 0.537
(0.626) (0.558)
Effort 0.541 0.384
(0.567) (0.516)
Boldness -0.35 -0.436
(0.415) (0.338)
Accountability -0.293 -0.369
(0.389) (0.365)
Size 1.707*** 1.675*** 1.756*** 1.717***
(0.223) (0.211) (0.233) (0.214)
Years 0.0453** 0.0672*** 0.0422* 0.0668***
(0.022) (0.020) (0.022) (0.020)
0.554 -0.647 0.608 -0.603
(0.987) (0.827) (0.984) (0.844)
-0.393 -0.604 -0.436 -0.675
(1.032) (0.819) (1.032) (0.834)
0.404 0.0411 0.2 -0.138
(1.168) (1.033) (1.200) (1.074)
-0.511 -1.199 -0.202 -1.05
(1.511) (1.375) (1.471) (1.352)
Age -0.0857*** -0.0552* -0.0710** -0.0412
(0.030) (0.028) (0.030) (0.029)
Sex -1.781** -2.055*** -1.615** -1.956***
(0.764) (0.701) (0.775) (0.716)
Education -0.0821 -0.778 0.0469 -0.763
(0.740) (0.674) (0.770) (0.680)
Working hours per week -0.0311 -0.0201 -0.0373 -0.0268
(0.022) (0.021) (0.024) (0.023)
Marital status 1.186 2.006* 1.392 2.141*
(1.292) (1.200) (1.386) (1.278)
Children 0.13 -0.0998 0.112 -0.112
(0.239) (0.227) (0.241) (0.229)
Constant 9.336*** 7.814*** 11.25*** 9.521***
(2.069) (2.089) (2.698) (2.883)
Observations 154 154 154 154
R-squared 0.467 0.532 0.478 0.532
Robust standard errors in parentheses  *** p<0.01, ** p<0.05, * p<0.1
Reference group for city size is sparsely populated villages.
City size: rural villages
City size: small and 
medium sized cities
City size: suburban 
areas of metropolitan 
City size: metropolitan 
cities
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reports that social entrepreneurs sometimes regard making proﬁts as a social evil. This 
attitude may apply to Japanese social entrepreneurs too. Although income generation 
is not the same as profit making, this mentality might cause social entrepreneurs to 
misunderstand the nature of income and may hinder them from engaging in income-
generating activities. This negative perception toward income-generating activities might 
be stronger for entrepreneurs who have more motivation to adopt a mission to create and 
sustain social value. 
Moreover, Japanese social enterprises were originally called ‘community businesses’ 
(Tsukamoto and Nishimura 2009), and, as Laratta, Nakagawa, and Sakurai (2011) 
observe, organisations that take a social business approach mainly promote community 
development in Japan. Thus, Japanese social entrepreneurs operate in small markets, and 
some social entrepreneurs may not even want to expand their markets because their 
beneficiaries are likely to be individuals who are not targeted by for-profit companies 
or the government and, are likely to be minorities and less wealthy. When social 
entrepreneurs have higher aspiration to adopt a mission to create and sustain social value, 
they may choose to serve a smaller market with less cash involved. 
Another possibility is that social entrepreneurs simply face diﬃculties in generating 
income. In the Japanese context, Laratta, Nakagawa, and Sakurai (2011) note that Japanese 
governmental policies do not introduce tax incentives for donations or investment in social 
enterprises. Without such incentives for investors, social entrepreneurs have difficulty 
obtaining funds from banks and investors (Emerson et al. 2007). 
The relationship between the characteristics of social entrepreneurs and social 
enterprise expenditures can be interpreted as the expenditures of social enterprises being 
constrained by their incomes. Looking at the data, the cross tabulation between income 
and expenditures shows that the enterprises’ total incomes are almost same as their 
expenditures (the cross tabulation table is not provided for brevity). Also, as explained in 
the data section, the average total expenditures of social enterprises in this data is same 
as the average total income, and expenditures are large for the amount of income when 
compared with similar sized SMEs. Hence, the smaller amount of total expenditures does 
not imply that leaders with stronger SE characteristics are striving to maximize proﬁts; 
instead, a more plausible explanation is that leaders with stronger SE characteristics gain 
lower incomes that, in turn, constrain expenditures. 
6. Conclusion
This study makes two contributions to the literature of social entrepreneurship. First, the 
descriptive statistics provide a general picture of Japanese social entrepreneurs, including 
both the social and the commercial side. Second, the quantitative regression analysis 
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revealed the relationship between features of social entrepreneurs and the performances 
of their enterprises.
Notable findings of this study is that Japanese social entrepreneurs have a high 
aspiration to pursue adopting a mission to create and sustain social value, but they 
are less likely to regard themselves as engaging in a process of continuous innovation, 
adaptation, and learning or as acting boldly without being limited by the resources 
currently in hand. This finding contrasts the image that social entrepreneurship is 
different from a charity. Furthermore, the regression analysis has uncovered rather 
paradoxical results that social enterprises managed by leaders who hold stronger SE 
have less total income and expenditures. In particular, adopting a mission to create and 
sustain social value, which is the distinguishing characteristic of social entrepreneurs, has 
a negative association with both income and expenditures. This result implies that their 
central identities as social entrepreneurs may hinder their ability to serve people in need 
because of the lack of capital for implementing their ideas. 
From a practical perspective, this study has shed light on the reality of social 
enterprise from the viewpoint of business continuity. In terms of providing practical 
takeaways, however, this study has the shortcoming of not scrutinising the causes 
of lower income among enterprises whose leaders have stronger SE characteristics. 
Although the current study discusses some possibilities, it does not examine whether this 
result is caused by leaders having a negative attitude toward income generating activities, 
purposely choosing a smaller market, or facing diﬃculties in generating income despite 
wanting to gain more funds to carry out more pro-social activities. The true explanation 
may be a mixture of these reasons. Therefore, further research is needed to beneﬁt social 
entrepreneurs in practice.
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